Purpose of the article The purpose of this article is to determine whether Sport Sponsorship was utilized by some Albanian companies as a promotional tool in their marketing efforts. Since the world included low population with limited goods and products in the past, the marketing and selling of the products were very simple. As the population grew and economies started thriving more diverse products and attractive products and goods were represented with a higher quantity in the global markets. Albania was not an exception to this fact, especially in the fields of business to business marketing. The competition occurred between companies in an attempt to attract more customers for buying goods and services. Strategically located in Europe, an important part of business of sports "sport sponsorship" has become as important part of marketing communication mix for many companies in Albania today. Therefore, the main aim of this paper is to provide better understanding of the use of a sport sponsorship as a communication tool in Albania and the objectives linked with this kind of sponsorship. Methodology/methods This is a qualitative study, although a quantitative method is used. Four companies were analyzed, from different industries, and two of them are supporting local football team, whereas two are/were sponsoring national ones. Initially surveys were distributed to four well-known companies in Albanian market; it was somehow difficult to gather the results of the surveys in terms of "locating the person to communicate with on behalf of the company". However, this was easily overcome by contacting in advance. Conclusions In conclusion, the overall conclusion of this paper was that, in Albania companies sponsor because of the team's media appearance and the objectives from a sport sponsorship are to increase sales and make people more aware of their brand and become accustomed to it.
Introduction

Literature Review
A sport sponsorship is best understood by explaining initially the definition of a sponsorship as a definition how that definition is somehow related to the specific sport and what it directly implies. When discussing a commercial sponsorship, we are talking about "an investment in cash or in kind, in an activity in return for access to the exploitable commercial potential associated with that activity" (Meenaghan, 1991, p.10) . The two main stakeholders in this kind of relationship are the sponsor and the one that is sponsored. As long as this paper focuses only on Business-to-Business, B2B, interaction, it leaves aside the philanthropic side of sponsorships, and donations also, with the main focus on companies that use this tool as a promotion and exactly what they are gaining through this form of marketing.
"Sport sponsorship" as defined by Verity (2002) is "investing in a sports entity (athlete, team, league, or event) to support overall organizational objectives, marketing goals, and/or promotional strategies". The reason this kind of strategy to be used as a part of a marketing mix is because of the widespread appeal of sports across all ages, areas, and lifestyles (Brassington and Petit, 2000 referred by Abrahamsson, Forsgren and Lundgren, 2003) . The two most common objectives for a sponsorship engagement are to increase brand/corporate awareness and to establish, strengthen or change brand image (Gwinner, 1997) . Bennett (1999) stated: "The sponsorship is an important tool of marketing communication that seeks to achieve favorable publicity for a company and/or its brands within a certain target audience via the support of and activity not directly linked to the company's normal business." What many companies are now starting to realize is that sport sponsorship is a valuable way to reach new markets. Farrelly et al. (2006a) explains that sport sponsorship is increasingly used by companies as an image and brand-positioning platform.
Through a sport sponsorship, companies can reach large audiences, and sometimes communicate with audiences that would be difficult if using normal advertising. A consumer associates sport with different values such as; healthy, young energetic, fast, vibrant, and masculine. Farrelly et al. (2006b) and Amis et al. state that the primary objective for a company to sponsor is to use the image of the sport entity to define, enhance, and/or even re-establish their own image. Jobber (2004) continues by stating that the five principal objectives of sponsorship are to gain publicity, create entertainment opportunities, foster favorable brand and company associations, improve community relations, and create promotional opportunities. Throughout this paper we will be discussing whether these are Albania's main objectives for entering a sponsorship agreement, or are theirs different. Jobber (2004) , stated that the promotion mix consists of advertising, personal selling, sales promotions, public relations, direct marketing, internet and online promotion. (4). Although there are many ways for marketers to communicate a brand, such as TV, radio, or sponsorship, these vehicles of promotion are used by companies to deliver/communicate a message to their customers about a product. (Keller, 2001) (14) .
Discussions
Background
Definition of Sponsorship
Sponsorship is a business relationship between two parties who are the sponsor and its stakeholders and the sponsored and its stakeholders. (4), (10). The sponsor gives financial support, resources or services to a leisure or sporting activity, or an individual or company which offers in return some rights and association that may be used for commercial advantages. (8), (4). Bennett (1999) stated: "The sponsorship is an important tool of marketing communication that seeks to achieve favorable publicity for a company and/or its brands within a certain target audience via the support of and activity not directly linked to the company's normal business." (6).
Companies that want to sponsor have a large quantity of entities to choose from. Examples of such entities and activities are community activities, charities, teams, tournaments, arts, and sports. The most popular sponsorship medium is sports sponsorship which accounts for over 75 percent of all sponsoring (6), (8). 
Breakdown of Marketing Expenditures on Sponsorships and Events
Sport Sponsorship
What many companies are now starting to realizing is that sport sponsorship is a valuable way to reach new markets. Farrelly et al. explains that sport sponsorship is increasingly used by companies as an image and brand-positioning platform. Thru sport sponsorship companies can reach large audiences, and sometimes communicate with audiences that would be difficult if using normal advertising (3), (12), (7).
Sport sponsorship offers high awareness, all-embracing television and press coverage. It also has the ability to attract a broad cross-section of the community and it can reach small specific niches. Most importantly, sport sponsorship has the power to break down cultural barriers. Companies use sport sponsorship to achieve specific company objectives (6) (2). A consumer associates sport with different values such as; healthy, young energetic, fast, vibrant, and masculine. Farrelly et al. and Amis et al. state that the primary objective for a company to sponsor is to use the image of the sport entity to define, enhance and/or even re-establish their own image (3),(4).
Jobber (2004) continues with stating that the five principal objectives of sponsorship are to gain publicity, create entertainment opportunities, foster favorable brand and company associations, improve community relations and create promotional opportunities (4).
Sponsorship in Albania
Although it was regulated by the legislation, sponsorship is recently gaining its popularity in Albania. In order to facilitate and regulate the sponsorship procedure, there has been a law in Albania, since 1994 with few amendments through the years. This law No.7892 adjusts, through financial resources the sponsorship of only humanitarian activities, cultural and artistic, educational, sportive, ecological and also scientific and literary work. Based on this law, the sponsor benefits from tax facilitation for the amount sponsored in cash. It should be mentioned that sponsorship initiatives do exist in Albania although not in an amount that makes a huge difference. Nevertheless, its importance has increased during the past years because of increasing awareness of brand image to public and also to strongly emphasize the effects of sponsorship on company's Corporate Social Responsibility strategy.
Sport Sponsorship in Albania
With references to a sport sponsorship in Albania, there are no particular studies or reliable statistics that can be used as a starting point or as a comparison tool. As a result, professionals in the field have from time to time, written newspaper articles as an appeal to change the overall situation with regard to sport sponsorship. Bashkim Aliraj, a swimming coach, in an article written for an Albanian sport newspaper, suggested that in the last 22 years, sports had not had very good results exactly because of a lack of sponsorship and government's lack of attention by not giving a hand in this situation.
According to Mr. Aliraj, in the years 1992 or 1993 when the political and economic situations were not good, the sponsoring of football teams was higher than it is today. Sympathetic businessmen and fans used to help their beloved teams, eventually not for a specific or economical result but for their own satisfaction in helping develop sports teams. Some of the teams, like Flamurtari in Vlora, managed to have good results for a long period of time. With the passing of years though, as the government lost its interest in sports, businessmen did also. So where is the gap that should be bridged? A lot more attention and consideration is needed from the government so that different companies will be readily attracted and help to sustain them. But exactly what do companies gain from this kind of "investing"?
It is difficult to assign a value to the outcome of sponsorship. Several authors suggest that more research is necessary in order to determine how to measure the effectiveness of a sponsorship. Today companies choose whom or what to sponsor for strategic or other reasons. McCook et al. (1997) also provided a list of criteria that companies should look for in a potential party to be sponsored. Criteria to determine the process that companies should undertake when deciding whether or not to sponsor a sport entity. Will it:
1. Increase sales 2. Enhance corporate image 3. Promote community and employee goodwill 4. Generate media interest Once again, as far as the conceptual framework, the chosen theories that will be used in this paper were based upon two important parts of sponsorship: 1) Selection of the sport entity to sponsor and 2) objectives of the sport sponsorship should be clearly connected. If the company has clearly stated objectives that will help them select the most suitable sport entity to sponsor. In this study, the company objectives for sponsorship and how a company selects a sport entity will be outlined below every short presentation for each company.
Research and Results
In the research presented in this article, four organizations were asked to complete the survey: Vodafone Albania, Municipality of Tirana, Raiffeisen Bank, and Albanian Distribution and Development. The primary objective was to find companies in different industries in order to compare their results and come to a conclusion. The methodology in this paper was quantitative using the research method to conduct surveys. No statistical analyses were necessary. Because the output from these surveys was qualitative, the surveys only reached a general conclusion concerning sport sponsorship features in Albania.
Purpose
The overall purpose of this thesis was to provide a better understanding of the use of sport sponsorship as a communication tool. Therefore, the following two research questions remain to be answered in an attempt to determine whether selected companies used sport sponsorship as a promotional communication tool.
Research question
Q1. How does a company select which sport entity to sponsor? Q2. What are the company objectives for a sport sponsorship?
In order to answer these questions, the surveys were distributed to four marketing department representatives from each company. The questions were given upon the end of the interview from these marketing representatives. Below there is an overview of every company and the results taken from the surveys.
Vodafone Albania
Vodafone Albania Sh.A. is a part of Vodafone Group Plc -a global telecommunications leader headquartered in United Kingdom. Vodafone Albania Sh.A is the marker share leader GSM operater in Albania. It attracts many customers due to the fact that Vodafone corporation also provides services in neighboring and nearby countries in the regions such as Greece, Italy and Turkey. According to the most valuable brands Vodafone is ranked as the seventh most valuable brand in the world. It is present in more than 30 countries and partners with other networks in over 40 countries. Vodafone was introduced in the Albanian market in August 2001 through one of the fastest network rollouts in the world that built the experience of Vodafone networks all over the world.
Vodafone Albania is the first operator that introduced the 3G technology in Albania in January 2011. Currently, Vodafone serves 99% of the population with its 3G network. For its 2 million customers in Albania, Vodafone offers a wide range of services for the highest quality, including voice and data communication, and ensures that customers use the best telecommunications network and benefit from novelties. Corporate Responsibility is a vital part of Vodafone's philosophy. The company pays special attention to sponsoring different activities like sports, youth activities, helping disabled people, etc.
Vodafone Albania sponsored the national team of Albania for a period of 2 years, from 2006 to 2008. This agreement between Vodafone Albania and the Albanian Football Association was in line with Vodafone's global commitment to football, reflected in the UEFA Champions League Sponsorship. In addition to becoming the Official Sponsor of the Albanian National Football Team, Vodafone Albania had significant rights on branding and hosting, as well as a broadcast sponsorship package. This sponsorship came in the framework of Vodafone Albania's philosophy to support local sports and culture in Albania.
Raiffeisen Bank Albania
Raiffeisen Bank Albania is the largest bank in the country and occupies the number one position on all major key performance indicators in the banking sector. The country of origin of Raisseisen Bank is Austria. Its asset base is close to 2 billion Euros. Raiffeisen Bank International acquired the Albanian Savings Bank in 2004 and over the last 6 years has completely transformed the old State Bank into a full service bank serving all sectors of the business and private individual markets. The loan portfolio has grown from zero in 2004 to an outstanding 770 million euros by the end of 2010.
The transformation is now complete and the Bank has a product range, processes, systems, and a branch infrastructure that compares favorably with 21st century European standards.
Raiffeisen Bank in Albania also pays attention to Corporate Social Responsibility strategies sponsoring different event and campaigns for different issues. Apart from being focused on providing a high standard of banking products and services, Raiffeisen Bank is also committed to contributing to the society where it operates. Contributions to the community are a part of the Bank business's objective as well. Raiffeisen Bank is mainly focused on supporting culture, sports, charity projects, and other activities. This bank has sponsored the Football Federation of Kosovo for 6 years now. This kind of sponsorship has activated and supported football for females as well.
Albanian Distribution & Development
Albanian Distribution & Development (or ADD), one of the largest distributing companies of premium international brands has operated in the Albanian market since 1998. Its business began with the initiative and confidence in the future success of ADD President, Mr. Agim Zeqo, who became a company leader by providing a wide range of quality products. Albanian Distribution & Development sponsors a local team, Skenderbeu of Korça city. The team has a strong record of reaching the league championship as well as representing the nation in European and international tournaments.This sponsorship does not use the whole name of the company Albanian Distribution & Development (ADD), but the name of only one distributed product, Red Bull, which has the largest market share in its segment.
Results
Common endeavors revealed by the surveys of the four companies mentioned above were that all sponsor or formerly sponsored a football team that this had longevity of 5 years. Three of them are still on the process. The period for which they measure success from these sponsorships do not matter as long as the people engaged or the customers become familiar with the brand. Other information from this questionnaires showed that two out of four companies chose a specific football team to sponsor because of its media appearance.
These two companies were Albanian Distribution & Development (ADD) and Raiffeisen Bank. In fact, distributing sectors and banking are really competitive, so there is a crucial issue when they sponsor based on media appearance, as long as this answer is confirmed by the other question, which determined that Return-On-Investment (ROI) was a strategic fit with a brand and corporate image. These two companies are primarily focused on the brand, its development, its appearance, and its assimilation by the customers. Raiffeisen Bank and ADD had some similar features for the sponsorship also. They sponsored other Corporate Social Responsibility events or supported Non-Governmental Organizations, but not all of the time, depending on the specific projects requested. This underlines, once again, the fact that the companies are careful when selecting a sponsored entity, not only related to a sport but concerning other mini projects too.
This was a characteristic Municipality of Tirana too. It should be mentioned also that indeed the municipality could get a lot of requests and calls to sponsor a specific project, but as a local and state entity it could not support everything. It could only support those projects aligned with its mission, the focuses of the term, or those that were more beneficial and urgent for citizens of Tirana so that public perception could be easily altered.
Something in common that ADD and Municipality of Tirana had was the fact that both sponsored local football teams. Their sponsorship strategy had some unique characteristics that, surprisingly, were very well stated and representative of answers in this survey. First, they sponsor specific teams for different reasons, including emotional ones like spiritual links and a passion for developing this specific team. Further, the teams were sponsored in every activity in which it took part, and the primary reason was to alter the public's perception of those companies.
On the other hand, there is was a logical response match between two companies that were former sponsors or were sponsoring the national team of Albania and Kosovo. Vodafone used to sponsor an Albanian team for 5 years while Raiffeisen Bank Albania is sponsoring all of the football clubs of Kosovo, which directly implies the national team. The reason why this team was sponsored was because of its media appearance. The team was sponsored in every event that it took part both nationally and internationally.
Conversely, the characteristics of Vodafone Albania differed from those of Raiffeisen Bank Albania in that it does sponsor youth programs and different projects all of the time (to now and while it sponsored the Albanian team), which emphasizes the strong Corporate Social Responsibility strategy that this Telecommunication Company has. These all serve, of course, as a really crucial antecedent to enhance the organization's brand/image which had tangible specific results by raising sales. This business sector was highly competitive in its planning process for a sport sponsorship in conjunction with the competitor's sponsorship assessment. The determination of the ROI from sponsorship efforts was an opportunity to differentiate between the competitors.
Conclusions
Today, researchers from all over the world come to the conclusion that sports would not survive without financial support from companies and industries. Not only should the sponsorship be used as a marketing communication tool, it has been used as a way to enter new markets. Even though, many previous literature efforts and studies have contributed to the topic of sport sponsorship of sports and recreational events, most studies have been based on each researcher's personal perception and arguable methodology. This study will serve as a tool for future sponsorships to count on it during the process of deciding what sport entity to sponsor, how often to be involved in what activities, for how long, and how can this sponsorship be used as an effective promotional tool. Some conclusions deducted from research results are:
Supporting a football team financially by a sponsor could last until the customers become somewhat familiar with the brand, are aware of it, and consequently know and understand the importance of this investment by the company. However, to get to the attention of a broad range of people means that the brand has to be visible in a lot of events in which this team participates. This directly implies that the companies choose the teams based on how much media appearance they may receive, the extent of brand exposure, and good results obtained from different competitions.
Companies sponsor projects as part of their Corporate Social Responsibility focus that are aligned with their missions on the market, or the strategy they are following. Sponsoring local teams are done for different reasons such as emotional links, passion for football, a desire or motivation to see develop and get good result for a specific team, and other related purposes. Of course media appearance is an output in this case.
National teams are primarily sponsored by large international/multinational companies that have sufficient financial power and can frequently sponsor in national and/or international matches/competitions. The main reason for support, of course, is media appearance which has as an important output, an increase in sales.
In summary, the answers for the two main research questions are as follows. First, the reason why a company selects a particular sport entity in Albania is because of its media appearance. Second, the objectives to be attained by sports sponsorship are to help people recognize the brand, become familiar with it and to increase sales. Companies in Albania are, from time to time, looking for ways to show that they care about several aspects of Albanian society including sport culture, social events, and brand building and awareness etc. This is a good start for rapidly determining strategies and results of companies from all over the world. 
